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Today an increasing share of food products are dis
tributed through food brokers. This transcript of a
three-way conversation among a processor, a food
broker, and a management consultant explores some
of the advantages of this—

MARKETING FOR FOOD MANUFACTURERS:
THE ROLE OF THE FOOD BROKER
by Jerry H. Loyd
Arthur Young & Company

and Leo E. Sheperd
General Foods Corporation
and Albert L. Bonugli
M. W. Houck Corporation
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made whether or not to invest cap
ital to introduce the product into a
test market. If that decision is
made, then the marketing strategies
and objectives are set for the prod
uct. The product is manufactured
either by a co-packer or the man
ufacturer’s own manufacturing fa
cilities, if available. The product is
manufactured and then marketed
in selected test markets. Before a
product is expanded nationally, it
must achieve specific marketing
and financial objectives in these
test markets. Through test market
ing, the manufacturer is looking for
answers to such questions as: Does
it satisfy real or imagined needs
that the product concept identifies?
Does the consumer receive value
relative to the price that has to be
charged for the product in order to
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make it a viable business proposi
tion? Does she perceive that kind
of value in her use? This is very
important. Many manufacturers
have introduced products that are
short-lived because the product did
not satisfy a need.
To test market a product, we
normally select areas that represent
a good mix of the national popula
tion that can be projected nation
ally.
If the product, through its test
market experiences, meets the ob
jective that has been established,
then we take it into national dis
tribution. At this point in time, a
manufacturer’s sales organization
becomes involved. In GF, we em
ploy both direct line and broker
sales organizations. Regardless of
the organization used, a product is
introduced in basically the same
way. Normally, an aggressive intro
ductory advertising campaign and
trade merchandising program is im
plemented in support of the prod
uct. The distribution pattern nor
mally involves shipment from our
warehouse to the individual cus
tomer warehouse for redistribution
at retail on a precise time schedule
so that the product is there and
available for consumption at the
point in time defined in our con
sumer advertising program.

Jerry—Al, Leo touched on the food
broker in the latter part of his state
ment. What is the broker relation
ship? What exactly is a food broker?
What services does he perform? Is
the broker a middleman in all of
this?

Al—First of all, Jerry, let me say
that the broker is definitely not a
middleman. A food broker is an in
dependent sales agent who per
forms the service of negotiating the
sale of grocery products for and on
account of the seller (food manu
facturer) as principal. He is not
employed by an affiliate nor a sub
sidiary of any trade buyer. His
compensation is a commission or
brokerage paid by the seller.
Many food companies use food
brokers exclusively as their na
July-August, 1972

tional sales force. In addition, some
of the industry giants have em
ployed food brokers in recent years
in an effort to relieve the workload
on their direct sales forces and to
provide their marketing team with
a more flexible system for expan
sion of product lines and/or entry
into new product categories. Today
approximately 54 per cent of all
food sales are accounted for by
food brokers.
A broker represents a number of
manufacturers. In effect, he pro
vides each of them with the advan
tages of a local sales office but
without the many expenses in
volved in maintaining such an of
fice. Inasmuch as the broker is paid
a commission only on actual mer
chandise sold, the manufacturer
has a controlled sales cost. A broker
provides a manufacturer with a
ready-made
sales
organization
which has long term customer asso
ciations and a depth of marketing
know-how.
I believe another part of your
question was what services are per
formed by the food broker? Believe
me, there are many and they are
varied. In essence, he professionally
manages the manufacturer’s business
in the local market. He is respon
sible for selling to customer head
quarter buying offices and provid
ing merchandising services to retail
grocery stores. The latter is regard
ed by principals (food manufac
turers) as the most important func
tion of the food broker. Our mer
chandising salesmen are responsible
for making certain that the prin
cipal’s products are readily avail
able in supermarkets, that they are
properly displayed, merchandised,
priced, etc. This department repre
sents the largest single expenditure
of any food brokerage firm.
Perhaps the next question that
should be answered is what does it
cost for the services provided by
food brokerage firms? I believe the
record will show that brokers have
provided efficient, low cost service
in the sale of grocery products.
Commissions paid for these services
vary depending upon volume of
business and, of course, the amount

. the broker is definitely
not a middleman, A food

broker is an independent
sales agent who performs the

service of negotiating the
sale of grocery products for
and on account of the
seller (food manufacturer)

as principal, ”
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“Today, it is not uncommon for a manufacturer to have 60 per cent of his business . .

of work performed. At all times,
however, the food broker must
bear in mind that the total commis
sions received cannot become so
large that it would be cheaper for
the manufacturer to establish his
own direct sales organization. In
a nutshell, Jerry, the food broker
cannot be a luxury in the cost of
doing business.
Jerry—You mentioned, Al, that some
companies use food brokers on a
50/50 basis. Why is this?

Al—As manufacturers’ businesses
grew in size and they entered new
product categories, they found that
their present sales force could not
effectively handle the workloads.
Merely expanding the number of
people in the sales organization was
not the answer and to start a sec
ond national sales organization was
a major challenge and expense.
They, therefore, turned to food
brokers who could offer them a
ready-made sales organization with
experienced professional personnel.
Today, it is not uncommon for a
manufacturer to have 60 per cent
of his business sold through his di
rect sales group with 40 per cent
handled by food brokers. For ex
ample, such companies as General
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Leo—The economics of a manufac
turer’s operation plays an important
role in determining whether to uti
lize a direct line or broker sales or
ganization. The dollar volume of
the products marketed determine
the affordability of a direct line or
ganization. While important, eco
nomics is not the only factor to con
sider, however, when considering a
broker. One of the things that the
brokers have, and I don’t know that
they sell it as well as they should,
is their ability to contact a large
number of stores at a rather high
call frequency. This isn’t always af
fordable to a national sales organi
zation. GF’s Kool-Aid Division is
probably a very good example of
that. The Kool-Aid Division uses
brokers because of the numbers of
sales people available to them
through the broker organization. A
broker can achieve a frequency and
depth of coverage in excess of our
own sales organization.

Jerry—Are there other companies,
Leo, some major food companies
that use brokers exclusively?

Leo—Well, I don’t quite know how
to define “major.” I think the Kitch
ens of Sara Lee certainly is a ma
jor company and it uses brokers ex
clusively.
Jerry—I guess I mean major in
terms of their acceptance by the
public, not necessarily in compari
son to General Foods.
Leo—Some other manufacturers em
ploying brokers who can be con
sidered major in their respective
businesses are Green Giant and
Libby.

has

worked in the product management area as

well.

Foods, Campbell Soup, RJR Foods,
Lipton, Del Monte, etc., use a com
bination of direct salesmen and
broker sales organizations.

Al—Dole Pineapple is another good

example. They do the giant share
of the pineapple business and use
brokers exclusively. And, of course,
as you know, Leo, most recently
Libby, which had historically sold
their products through a direct sales
organization, discontinued their
sales force in favor of food brokers
who, they believed, would better as
sist them in correcting their down
ward sales trend.
Jerry—Quickly, just to keep this all
together, what are the mechanics
that a broker goes through to ser
vice a principal, to service a food
company? He actually takes the
order—how does that order get
back to the food company? How
does the principal keep some sort
of record of sales and how does
it keep statistics on where it is do
ing well or not doing so well? Al,
in terms of your organization, how
do you do that?

Al—Yes, we do process all orders re
ceived from customer buying of
fices. These orders are transmitted
to the manufacturers who in turn
ship the merchandise to the custo
mer’s warehouse; with very few ex
ceptions, our manufacturers do all
of the invoicing. Another part of
your question related to maintain
ing sales records. The manufactur
ers we do business with keep com
plete records on all sales transac
tions by customer, by products, etc.
Some have more sophisticated ap
proaches but in all instances the
basic data are available. We, how
ever, due to the nature of our busi
ness as well as a desire to work in
“real time,” have a rather elaborate
data processing system which al
lows our management to measure
and control sales results. It arms
our headquarter salesmen with
sales analysis information which
they can translate into effective
personalized sales presentations.
We are also able, based on our
salesman’s last retail store call, to
Management Adviser

. . . sold through his direct sales group with 40 per cent handled by food brokers.”

analyze retail store conditions, dis
tribution, out-of-stock, authorized,
won’t carry, etc. This information
is instantaneously available to us
from our EDP memory storage units
for approximately 2,300 retail out
lets in the New York market alone.
I mentioned working in real time.
If we were to get similar informa
tion from Neilsen or some other re
search organization (through our
principal) we would be talking an
cient history rather than current
conditions.
Leo—We set very definite objec
tives by market and we measure
each broker by that market. We’ve
divided our country into 52 market
ing areas and we assign a broker to
one or more of those marketing
areas and that becomes his terri
tory—and that’s how we control in
voices. We control invoicing by
everything that is shipped to the
customers on those products as
signed to the brokers within those
marketing areas. But we also set
up local objectives against that
product based on that product fran
chise in that area, and franchises do
vary from marketing area to mar
keting area. So we can get specific
marketing objectives against our
products.

Jerry—Are these statistics a require
ment of the food company? Must
you, in order to service them, keep
these kinds of statistics?

Al—In recent years manufacturers
have placed a great deal of empha
sis on the fact that food brokers
should be able to give them a quick
playback on market conditions, par
ticularly the status of retail store
distribution, out-of-stock and other
related situations. As a result, some
brokers have on-premise data proc
essing systems while others have
gone to outside service bureaus.
Jerry. Because these were new costs
for food brokers, there has been a
July-August, 1972

degree of reluctance to provide the
service. However, now manufactur
ers are forcing the issue. On the
other side of the coin, let me hasten
to say that many brokers have vol
untarily taken advantage of the op
portunity to better manage and
control their business through the
use of advanced EDP techniques.

Jerry—We’re talking overall about
a 90 billion dollar industry of which
the brokers have approximately 50
per cent, or 45 billion dollars. How
many food brokers are there in the
country?
Al—The National Food Brokers As
sociation has a membership of
about 2,200 brokerage firms. The
association was formally founded in
1904.
Jerry—And I presume that each
broker is tied to several food proc
essors that constitute his entire cli
entele?

Leo—That’s right. The latest num
ber I have is that the average
broker represents 21 separate man
ufacturers or principals on the av
erage.
Al—The market size and product
mix frequently decides the number
of principals a broker can effec
tively represent. To generate the
necessary dollars required to per
form the total service in a small
market, a broker may have to rep
resent a large number of principals.
On the other hand, in a major mar
ket, it would take fewer to do the
job. The real measurement, how
ever, should not be numbers of
principals. The question is, is the
broker properly organized to pro
vide the services required? Can he
get results? Many brokers have
joined the so called Twentieth Cen
tury. They have departmentalized
their business, implemented man
power development programs, in

stalled EDP, etc.,—all designed to
perform better services for their
principals and customers.
Jerry—How about non-foods? Is
that becoming a larger segment of
both the food company’s business
and the brokerage business?
Al—Supermarkets are devoting more
and more space to non-food items.
The competitive pressure to sell
high impact brands of foods at very
low margins is cutting deeply into
profits. Since non-foods offer larger
margins, supermarket operators are
forced to expand these departments
in an effort to offset the profit
squeeze. Non-foods, which include
health and beauty aids, represent
big new opportunities for the food
broker. Conversely, the food broker
represents a ready-made national
sales organization for non-food com
panies that are doing a proportion
ately larger share of their business
through supermarkets and yet do
not have the manpower or the sales
expertise needed to protect and
merchandise their brand.

Jerry—I read, Al, in a recent article
in Supermarketing magazine that
over 50 per cent of the grocery prod
ucts that are sold in the country
are sold through food brokers while
87 per cent of frozen foods are dis
tributed through brokers. What is
the reason for the difference?
Al—To a large extent, it is an out
growth of small companies that
started their business with brokers
and have now become major fac
tors in the frozen food industry.
Leo mentioned Sara Lee. There are
many others that can be placed in
the same category.
Leo—I think this goes back to the
thing I covered before called fre
quency. Hiring ten brokers with
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15 men apiece to cover the small
marketing area gives you a lot more
arms and legs. In the frozen food
department, rather limited space is
available relative to the dry gro
cery department—an average 200
feet of running space for 500 items
of frozen foods. This demands quite
a high call frequency that probably
only a broker can achieve on an
affordable basis.
Jerry—There very definitely has to
be a volume point at which it is
more economic to use direct sales
rather than a broker.

“. . . we are at the stage

where it's obvious that the

food broker is going to be a

significant factor in food
marketing for any number
of years. It also appears to be

a pretty general complaint
of the food broker that he

is in some sort of a cost
squeeze and the fact that he's

still going to be around
would imply that there might

be a change in the brokerage
business ..."

Leo—I would agree that any time
the cost of having a broker be
comes considerably more than go
ing to your own direct line sales
organization, many principals would
go to the latter. However, many
principals are willing to spend
more for a broker because of the
added services he can perform.

Al—I agree with Leo. As a food
broker, our cost must be competi
tive with what it would cost a man
ufacturer for his own sales organ
ization. I do not believe, however,
that manufacturers should look at
the commission paid food brokers
as an opportunity to reduce costs.
Obviously, the
manufacturer
makes the decision as to whether
or not he wishes a direct sales or
ganization or broker representative;
however, these decisions should be
objective, not emotional. What I
am leading up to, Jerry, is that if a
broker plays an important role in
assisting a manufacturer in build
ing his business to a point where
he can consider a direct sales force
as a form of cost saving, he should
also be willing to allow the broker
the opportunity to present his side
of the story. As stated earlier, we
cannot be a luxury in the system.
Leo—Well, there’s another side to
that coin, Al. You can build a prod
uct franchise and see that business
double or triple with no additional
sales effort, simply based on im
provement of consumer franchise.
And, as that product franchise in
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creases, it really doesn’t take any
more effort on the part of the
broker or the national sales organi
zation to keep it there. In fact,
probably less, because as the fran
chise grows and it becomes a very
dominant product, the grocer him
self makes sure that the inventories
are there and that it is on the shelf.
But, with each case that’s sold, an
increasing amount of money goes to
the broker. Whereas, with the na
tional sales organization, it doesn’t
cost any more to have that product
franchise grow and that’s some
thing that has to be kept in bal
ance.
I do agree, though, with Al that
any time a manufacturer is paying
less than what it would cost him to
have a direct line sales organization
represent that product, he’s tread
ing on very thin ice to reduce his
commissions, because that’s the
whole reason for a broker organ
ization—to offer sales support on
products that the manufacturer
couldn’t afford to implement him
self.

Jerry—I think we are at the stage
where it’s obvious that the food
broker is going to be a significant
factor in food marketing for any
number of years. It also appears to
be a pretty general complaint of
the food broker that he is in some
sort of a cost squeeze and the fact
that he’s still going to be around
would imply that there might be a
change in he brokerage business,
that there might be an emergence
of larger brokerage firms, and that
you might see some of the smaller
firms drop by the wayside. Two
thousand brokers is a lot of food
brokers. Is that a fair proposition?

Al—Most of the people that I have
had an opportunity to talk with in
the industry expressed the opinion
that brokers are becoming more
professional and offering a wider
range of services and are prepar
ing themselves to represent all
types of products that are sold
within the confines of a supermar
ket. Brokers must continue to grow,
in order to offset higher inflationary
Management Adviser

costs; otherwise they will not be in
a position to offer the services re
quested by their principals.

Leo—In this connection, the food
manufacturers are growing in the
different kinds of products mar
keted and the consumer needs they
are trying to serve. The product
mix in the grocery store today is
changing. The presence of conve
nience items has grown rapidly.
Roast & Boast is a great example.
It’s an item that serves a need that
wasn’t even conceived of two years
ago. Shake ’n Bake is another ex
ample. So, I think we are growing.
We might not be expanding in the
old established commodity items,
but we are growing in different
kinds of items—better items that
offer many conveniences and more
product satisfaction.
Jerry—What’s the product life on
those kinds of items—it’s pretty
short isn’t it?

Leo—Well, that’s not true. A lot of
our items have been in distribution
for a good number of years because
they continue to fill a consumer
need. A good example is Jell-O
Gelatin. One of our major responsi
bilities is to see that we introduce
product improvements in those
items to assure continued consumer
satisfaction. There are some prod
uct categories that have been rela
tively static in recent years—coffee
is a good example. Despite this
fact, we’ve introduced product in
novations in an effort to stimulate
the market. Examples are freeze
dried coffees, new decaffeinated
products, and Max-Pax, a pre
measured coffee filter that provides
convenience and uniform brewing
quality.
True, the broker who represents
a manufacturer who isn’t innova
tive, who isn’t coming out with new
products, who is in the commodity
business, might be stagnant, but
that isn’t true of the industry.

Al—It is very obvious to food brokers
that some of the major brands of
their largest principals are on a
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plateau or enjoying limited in
creases. Unless these companies are
feeding new items into the system
their growth tends to stagnate. It
is important for brokers to associ
ate themselves with companies that
are innovators. We cannot afford to
stand still, as indicated in earlier
discussions, because higher costs of
operation would soon gobble us up.
Therefore, brokers must maintain a
significant rate of growth; otherwise
I question whether long-term they
will be able to perform effectively.

Leo—There are two ways for brokers
to grow. First,' to increase their
product representation in the mar
ket by acquiring new principals. At
times, this brings about problems
because a manufacturer who has
supported a broker over the years
doesn’t like to see the broker ac
quire additional sales responsibili
ties unless the broker is willing to
put on additional manpower. The
second way is to expand into new
markets and open new houses. One
of the interesting advantages the
brokers have is that they don’t nec
essarily have to rely on principals
in any one market to be their prin
cipals in another market.
I think a good example is Al’s
company, M. W. Houck, which has
five branches. He represents us in
two. In addition, there are sep
arate product categories in our
divisions. He can represent one
division in one market and another
division in another market.

“There are two ways for
brokers to grow. First, to

increase their product
representation in the market

by acquiring new principals

. . . The second way is to
expand into new markets and

open new houses.”

Jerry—Leo, do you think there is
an advantage in having many brok
ers represent you across the country
for the same products?

Leo—Yes, I think there is an ad
vantage for the manufacturer to
have a broker network and that
could include having one broker
represent us in several cities. I
think there is a definite advantage
for the manufacturer to be able
to draw on the different strengths
of many brokers.
Jerry—Is the basis for that the fact
that the brokerage business is built
59

up around contacts with the cus
tomer, with the retail store? In
other words, the strength of a brok
erage organization in any commu
nity is the strength of its contacts
and its association with the market?
Al—I can’t speak for everyone, but
as far as our company is concerned,
we have felt for some time that
the demands for new and improved
methods, a depth of professional
management, increased professional
marketing services, manpower de
velopment programs, etc., are real
challenges for individual food brok
ers. Several years ago we decided
the way to meet this challenge was
the establishment of a network of
affiliated brokerage offices managed
by men in the market. We now run
five brokerage companies under
different names; however, each has
the opportunity to draw upon the
capital, experience, manpower, and
management expertise of a larger
entity. But food brokerage strength
is in the market. Food brokerage
is a local business run by local
men.
Leo—Another thing that’s happened
in recent years is that brokers are
representing larger manufacturers.
In the last ten years Al, most major
manufacturers have utilized brok
ers on some or all of their prod
ucts.
These manufacturers have in
troduced the broker to some of
the marketing and sales disciplines
of their own organizations. And,
it’s been great for both the brokers
and manufacturers.
The larger manufacturers, not
just General Foods but I’m think
ing of Purina, Campbell Soups,
Clorox, and many others, bring
great discipline to their broker or
ganizations. So food brokers are
every bit as professional since they
have really available to them many
more marketing sciences than any
one company. If they’re really
smart, they learn to pick and
choose.
We set very definite objectives
by market and we measure each
broker by that market. We’ve
divided our country into 52 mar
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keting areas and we assign a broker
one or more of those marketing
areas and that becomes his terri
tory—and that’s how we control in
voices. We control invoicing by
everything that is shipped to the
customers on those products as
signed to the brokers within those
marketing areas. But, we also set
up local objectives against that
product based on its franchise in
that area, and franchises do vary
from marketing area to marketing
area. So we can get specific mar
keting objectives against our prod
ucts.
Jerry—What do you see in the fu
ture, not just in terms of food company/brokerage relationship, but
in terms of some emerging patterns
which will have an impact on mar
keting generally? Do you see, for
example, that the pace of product
turnover will become somewhat
more severe?

Leo—Yes, currently in the average
supermarket there are between
eight and nine thousand items. I
don’t foresee any slackening in the
introduction of new products. I do
think for every new product that’s
been produced and held on the
shelf, some other product will be
in jeopardy of losing its point of
distribution. I believe the numbers
of items distributed might go as
high as 12,000. I think probably
in the future the leading brand or
the leading one or two brands in
the product category plus the pri
vate label will be all that remains
in distribution.

Jerry—There’s not enough system
competence available in the grocery
stores to keep them all straight.
Leo—That, too, and I think if you
take away any item and put five
brands within that category, three
of them are profit robbers. There
isn’t sufficient turnover of sales on
those three to warrant the cost of
inventory and as our retailers be
come more astute businessmen in
the use of money and in what
generates money, they’re going to

be very quick to get those kinds
of items out of the stores. So I
think it’s a thing of economy as
much as it is a thing of space.

Jerry—Will we be seeing the emer
gence of completely private stores?
Leo—I doubt it very much. I think
private labeling is becoming a more
and more important factor in the
marketing of goods. But I think
that we recognize that the private
labels can maintain whatever mar
gin advantage they claim to have
simply because they don’t support
the development of the consumer
franchise. In order to support the
development of new products, they
let the manufacturer develop the
new product, develop the franchise,
and then come in under that mar
gin umbrella at a lower cost. Now,
once they go into a complete private
label system, they’re going to have
to assume the cost of both product
and market development. When
that happens, they’re going to be
national brand manufacturers and
face all the costs of the national
manufacturers.
I don’t foresee that.
The retailer’s costs have not di
minished. If the trade maintains its
traditional low margins, they’re go
ing to have to increase the produc
tivity of their operations. The man
ufacturer has got to ask himself,
“What do I do in my distribution
system to allow the retailer to in
crease his productivity?” “What
methods of operation or sales poli
cies must I change, not necessarily
to support him through price or
trade activity, but to support him
in a way that will increase produc
tivity?” Increase in productivity at
the retail stores has got to be the
answer to preserve margins and to
maintain the kinds of services that
the retailers are currently providing.
Jerry—So, emerging problems in
food manufacturing extend all the
way down to the retailer, how he
conducts his business, and how he
can save money, and, ultimately,
provide the housewife with a bet
ter product at a reasonable price.
I would presume the problems for
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the brokerage business involve the
size of the brokerage organization,
need for sophistication, and, I guess,
getting rid of some of the old
imagery.

Al—In my judgment, food brokers
will continue to expand because
they fit a need. I think perhaps
you’re right that they will become
bigger in size and thus the demands
for sophisticated management will
increase. Regarding the latter, brok
ers have come a long way; however,
like many businesses, constant up
grading will be the order of the
day. We have attracted and will
continue to employ a higher caliber
of personnel. With a better input
of people, we cannot help but be
come even stronger professional
selling organizations.
Jerry—You’ll need data to provide
the food companies, your princi
pals, with information on the cost
of services. Now that appears to
be an area on which most of the
brokers haven’t spent much money
or time. But you really can’t con
vince a principal that he ought to
give you, say, a 3—3½ per cent
commission unless you can con
vince him what it’s costing you to
sell his product. Now, I suspect
that’s not as easy a thing to do as
it sounds.

Al—Jerry, you know my attitude
on this subject; however, for the
record, in my opinion it is extremely
difficult, if not impossible, to come
up with an accurate method for
measuring cost of service. For ex
ample, our salesmen face an en
tirely different situation in each
retail store they contact. We are
not against coming up with a sys
tem which would allow us to bet
ter evaluate and manage costs of
representing individual principals,
but in our experience we have yet
to see a program that works.

Leo—In the old days—I don’t think
it happens too much now—a lot of
the smaller manufacturers provided
salesmen incentives on their line.
If I was representing 25 per cent
July-August, 1972

of a broker’s total commission in
come and this guy was representing
5 per cent and the broker’s people
were spending a lot of time for
him because of these incentives, 1
could get very emotional. I think
the brokers are far beyond that to
day. I think they do a tremendous
job in directing the sales efforts of
their salesmen on a balanced basis
against all manufacturers repre
sented. And I think the manufac
turers have brought this discipline
to them through demanding certain
things on each of their products.
Jerry—Leo, does the manufacturer
also conduct education programs?
Are you reaching down to the
broker the same way you’re reach
ing down to the retailer in terms
of the conduct of the business.

Leo—Oh, yes, we developed for
the Kool-Aid Division of General
Foods a program under the auspi
ces of Harvard Business School for
training brokers. We hired Drs.
Feathers and Schack of Rutgers
University to conduct this program
as outside consultants for our own
people as well as our brokers.
Jerry—Well, I guess then you’d
have to conclude from this discus
sion that the marketing relationship
between the food companies and
the brokerage firms is a pretty
happy marriage and it’s one like
good wine—getting better with age.
The brokers are conducting a much
more sophisticated activity than they
did in years gone by. Indeed, the
food companies work quite closely
with brokerage firms to help de
velop marketing competence and
assure the creation of control and
reporting disciplines which are re
liable and professional. I am im
pressed with the strong spirit of
cooperation that appears to exist
between food manufacturers and
brokers. I am impressed with how
well the arrangement works. The
melding of big and small business
—major food companies and the rel
atively small food broker companies
—is an outstanding example of
capitalism at work to provide the
best service for the consumer at
the least cost.

“. . . and I think if you take
away any item and put five
brands within that category,

three of them are profit
robbers. There isn’t

sufficient turnover of sales

on those three to warrant the
cost of inventory and as our
retailers become more astute
businessmen in the use of
money and in what generates

money, they’re going to be
very quick to get those kinds

of items out of our stores.”
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